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April 12, 2012

Dear Prevent Blindness Oklahoma Board of Directors:

Cowboy Consulting sincerely thanks you for the opportunity to work with your organization to develop this campaign. 
We have been eager to explore innovative methods of advancing your organization. We believe this communications 
plan will supplement the work your organization already does and provide new opportunities for growth. We are 
excited to see PBO continue to be a leading nonpro!t organization in Oklahoma. 

We have designed a plan communications plan that we believe will increase awareness about PBO and its services. 
The campaign targets three key publics that are critical to your success: educators, parents and donors. 

Our team members are honored to have worked with you throughout this semester. This has been an incredible ex-
perience that has allowed us to further our education in public relations. We have learned valuable information about 
building and implementing successful campaign tactics.  

Again, thank you for allowing us the opportunity to work with your organization. Please do not hesitate to contact us 
if you have further questions or concerns. We appreciate your time and look forward to working with you in the future.

Sincerely,

Lindsey Lyon
Account Executive

Kylie Pool
Creative Director

Allie Fayette
Research Director

Sarah Brown
Director of Strategy
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executive summary
Prevent Blindness Oklahoma is the state’s leading nonpro!t dedicated to eye health and 
safety. It is established to screen the vision of elementary-aged children and to help families 
provide for their children’s vision care. 

Building an e"ective communications plan begins with de!ning key publics. Primary and 
secondary research methods were used to gain target market insights and design tactics 
to reach those markets. For the purposes of this campaign, PBO most in#uential publics are 
educators, parents and donors. 

The communications campaign was built around reaching each key public to create new 
relationships and strengthen current relationships. Educators are identi!ed as opinion lead-
ers. Equipping teachers to be brand missionaries will allow PBO to raise the awareness of 
parents and build communications channels with parents. Parents are identi!ed as the best 
public to reach donors. The campaign’s tactics will have a ripple e"ect through each key 
public; educators are trusted by parents and parents allow PBO to reach donors. 

The campaign has three phases: 1) to increase professionalism and provide tools to imple-
ment campaign tactics; 2) tactics to transform educators into opinion leaders, increase 
awareness about the organization among parents and capture donors’ attention and dollars; 
3) Exciting and detailed tactics to garner media attention and exponentially increase aware-
ness among parents and donors.

The campaign goal is de!ned as: to create and strengthen PBO’s relationships with its key 
publics. This goal will be achieved by accomplishing !ve objectives through detailed tactics:

1) To put PBO in a position to present itself in a professional and positive manner through 
all its marketing tactics by renovating the website, de!ning guidelines of engagement with 
Bargain Thrift Store and a Lookie & Co. photo shoot. 

2) To educate teachers in all participating schools about student vision care and PBO’s 
services in order to establish those teachers as opinion leaders through learning lunches, a 
Lookie lesson plan and a Pinterest board. 

3) To raise awareness about PBO’s services among parents with children in preschool to !fth 
grade to be 80 percent of parents aware of the organization within one year through school 
event booths and social media interaction. 

4) To strengthen donor relations in order to increase frequency of current donor contribu-
tions by 10 percent in one year and in order to increase the number of donors by 10 percent 
in one year through a donor relationship management database, thank you notes, an email 
newsletter program, personalized event invitations, a text-to-donate system and calculating 
donor lifetime value. 

5) To excite children about vision health and to increase awareness raised through media 
mentions to 40 percent of each key public

Examples of the tactics’ implementation are found in the appendices allowing PBO to easily 
conceptualize each step of the campaign. 

Cowboy Consulting is con!dent this communications campaign will increase PBO’s success 
through heightened awareness and pro!tability. 



meet cowboy consulting

Lindsey Lyon
Account Executive
Lindsey will be graduating from Oklahoma State University with a 
Bachelor’s degree in Public Relations. She is from Edmond, Oklahoma 
and spent last summer in Dallas, TX interning for Ignite Partnership, a 
marketing agency, in client services. She is a member of Kappa Alpha 
Theta sorority, and plans on moving back to Dallas after graduation to 
pursue a career in Public Relations. 

Allie Fayette
Director of Research
Allie will graduate from Oklahoma State University with a Bachelor’s 
degree in Public Relations and another major in Political Science. She 
is originally from Wichita, Kan., and is currently serving as an intern at 
Beacon Public Relations in Stillwater, Okla. She is a member of Kappa 
Delta sorority. 

Sarah Brown
Director of Strategy
Sarah will graduate from Oklahoma State University with a Bachelor of 
Science degree in Public Relations and Sports Media with a minor in 
Marketing. She is originally from Tulsa, Okla. and spent last summer in 
Oklahoma City, Okla. as an intern for Oklahoma City All Sports Asso-
ciation. She was a member of the Oklahoma State University Women’s 
Soccer team and is a member of Pi Beta Phi sorority. 

Kylie Pool
Creative Director
Kylie will graduate from Oklahoma State University with a Bachelor of 
Arts in Public Relations. She is from Tulsa, Okla. and has interned with 
the MS Society and the OSU Student Union in marketing communica-
tions. She is a member of Kappa Delta sorority. She plans to move to 
Dallas, Texas to pursue a career in public relations.  



problem statement
PBO has the opportunity to stand out among other nonpro!ts because it provides unique 
eye care services. It goes into the school systems to screen students’ vision and o"ers an eye 
care voucher system to help families pay for their child’s vision care. 

A lack of public awareness is holding PBO from reaching its full potential. In order to expand 
its reach, the orgainzation must bridge the communication gap between itself and its key 
publics, speci!cally educators, parents and donors. Fortunately, PBO has employees with a 
heart for their work and the capability to implement a campaign that will allow PBO to reach 
its potential and surpass the nonpro!t competition.   

company overview
Prevent Blindness Oklahoma is a nonpro!t agency dedicated to !ghting blindness and sav-
ing sight. Established in 1965, PBO is the state’s top volunteer eye health and safety orga-
nization, and has been conducting free vision screenings to students in all 77 counties of 
Oklahoma. Prevent Blindness Oklahoma is an a$liate of the national organization, Prevent 
Blindness America, which was founded in 1908. PBO’s mission is “to preserve sight and pre-
vent blindness.” 

“Lookie” the ant is PBO’s mascot for the Children’s Vision Screening Program. The targeted 
children are in preschools, Head Starts, day cares, and private and public schools all over 
Oklahoma.  PBO partnered with the Masonic Charity Foundation of Oklahoma 26 years ago. 
This charity o"ers funding and has provided PBO with $2,750,000 since the beginning of the 
partnership. Children’s Vision Screeners and Masons screen all children as required by state 
law.

PBO o"ers its services to children in pre-k to !fth grade. A trained volunteer will go to 
schools and provide free vision screenings to these students. If the child needs eye care, and 
the child’s parents are not !nancially able to pay for it, then PBO will pay for the child until 
they are 18 years old. 

There are many di"erent methods used in screening, but the most common is chart screen-
ing, which is used for children four and older. The second method used is photoscreening. 
Photoscreening uses a technologically complex camera to screen children ten months to 
three years of age, in addition to special needs children.

PBO hosts several events to fundraise for its services. These events include: SWING for Sight, 
Taste for Sight, The Eye ball, Fight for Sight, Sip for Sight and The Okmulgee Charity Trail 
Ride. 



Situation Analysis

identifying opportunities 
for and threats to pbo’s 

success



Snapshot: SWOT analysis

Strengths Weaknesses

opportunities threats

The service provided is unique and en-
hances the futures of Oklahoma school 
children. 

Services reach all Oklahoma counties.

The organization has strong partnerships 
with Masons and Grand Lodge.

Trust levels amongst those aware of the 
organization and those the organization 
serves are high. 

There is an overall lack of awareness about 
who PBO is and what services it provides. 
Brand recognition is low. 

Marketing strategy is not de!ned and 
there is no clear target market.

Capacity limitations are in question with 
PBO expanding to more schools.

There is no clear follow-up system for the 
referrals and voucher programs. 

 Management is resistant to change. 

Technological tools represent ways for 
PBO to cut costs while increasing aware-
ness levels. 

Oklahoma children are required by law 
to have their vision checked upon enter-
ing school. 

A new marketing strategy could !nd new 
revenue sources. 

The schools’ need for the vision screen-
ing service is high meaning that there is 
a market for this organization. 

Oklahoma’s aging population means that 
the potential donor pool will increase at 
a faster rate than the amount of children 
needing the screenings. 

Teachers are aware of PBO and parents 
trust them meaning they could be strong 
brand missionaries. 

Nonpro!ts are in !erce competition for 
donors’ dollars.

Indirect competition (nonpro!ts) are bet-
ter known and more trusted than PBO.

Confusion regarding the thrift store dilutes 
PBO’s brand reputation. 

A lack of trust and awareness amongst 
parents hinders PBO’s success rate and 
ability to gain donors. 



Publics Analysis

General Statistics
A survey conducted to assess the public’s awareness of PBO showed that 74.92 percent of 
people have never heard of the organization. Those who were aware of the organization 
heard about it through the school systems or through family and friends. 

About 50 percent of people said children’s eye care is very important to them, but 61.62 
percent said they do not know the signs of poor vision. 

Parents
In Oklahoma, the PBO’s parent public typically falls between the ages of 25 to 40 years old. 
Less than one and a half million people fall into this category, according to the 2010 U.S. 
Census information. 

Ages 25-29—7.1 percent or 265,737 adults
Ages 30-34—6.4 percent or 241,018 adults
Ages 35-39—6.2 percent or 232,742 adults

In addition, in Oklahoma, 21.6 percent of the population reported having a child of their 
own under the age of 18; 2.7 percent had a relative in their home under the age of 18; and .5 
percent had a child under the age of 18 who was not related to the respondent. 

Our country is becoming a “minority majority.” Based on PBO’s service o"erings, it needs to 
reach lower income families. Many of these families are a part of a minority ethnicity. Ac-
cording to the 2010 U.S. Census, Oklahoma’s ethnicities are as follows:

White—72.2 percent or 2,706,842 people
Black/African American—7.4 percent or 277,644 people
American Indian or Alaska Native—8.6 percent or 321,687 people
Hispanic/Latino—8.9 percent or 332,007 people 

Primary research found that parents prefer one-on-one conversations with teachers either 
in person or over the phone to receive communication from the school. A lack of individual-
ized assessments or conversations between the teacher and parent leaves the parent want-
ing more. Parents strongly desire another set of eyes assessing their child’s strengths and 
weaknesses.

Parents !nd #iers from the schools important and informative. They like having a hard copy 
of upcoming events to put in the family calendar or post on the refrigerator.

The interviews conducted found that parents place a strong emphasis on the reputation of 
the organization. Tradition and history of an organization is important, however, the most 
important aspect is whether the parents know and trust people working with the organiza-
tion. 

Parents seek out information through teachers, family and friends. They go to those people 
whom they trust and who have experienced similar situations with their own children. Par-
ents also utilize reputable Internet resources such as: Google, WebMD and parenting blogs.   

Information about markets that impact PBO’s operations or hold opportunities for 
growth and expanding awareness about PBO



Publics Analysis Cont.
Educators 
According to Teacherportal.com, Oklahoma teachers have a starting salary of $29,174 and 
an average salary of $38,722 with an average of 15 weeks vacation each year. Teachers are 
eligible for tenure in three years.  

According to the localschooldirectory.com, there are 46,571 teachers in Oklahoma, 645,108 
students, 1,815 schools and 13.9 students per teacher. For PBO’s target children age groups 
(prekindergarten through elementary school), there are 1,373 teachers for prekindergarten, 
2,319 kindergarten teachers and 18,694 elementary school teachers.  

Primary research found that teachers have positive opinions about PBO’s services and !nd 
improvements with students’ learning after receiving vision treatment. Teachers are also 
aware of the necessity of vision screenings for their students’ success.  

Children
There are just below one million children under the age of 18 in Oklahoma according to the 
2010 U.S. Census. PBO’s target market for this public is grades Pre-K to !fth grade. The nu-
merical breakdown will prove useful when choosing strategies for this public. The following 
information is according to the 2010 U.S. Census information for Oklahoma:

Under the age of 5—7 percent or 264,126 children
Ages 5 to 9—6.9 percent or 259,336 children
Ages 10 to 14—6.8 percent or 253,664 children 

Optometrists
There are hundreds of optometrists in Oklahoma. Most are aware of PBO and all aware feel 
that PBO is taking great initiative caring for children’s eyesight. However, only one out of 13 
optometrists surveyed donates to PBO. The optometrists surveyed expressed willingness to 
donate but lacked information about the organization and what their donations would go 
toward.

Optometrists are only aware about PBO through the children’s referrals. There is no direct 
communication between PBO and the eye doctors.         



Donors
The most frequent donor age groups range from age 40 to age 70. However, other age seg-
ments are supportive of nonpro!ts, though marketing tactics have not yet been fully devel-
oped for them. The following is a demographic breakdown of their sponsorship styles and 
donating habits the Southwest Florida Planned Giving Council both researched and de!ned: 

Generation X
Ages 30-45 
Struggle to !lter the abundance of information bombarding them everyday
Can be highly utilized if given help to select from a few options  
Low trust level in charities due to scandals, but can be convinced otherwise 
They won’t give unless the mission “touches” them
An under-sought group
Many run boards and have high in#uence in the community
This is the typical age group of PBO’s parent segment

The Silent Generation 
Ages 67-87
Tend to spend a little more time on themselves
Have already invested money in gift annuities and give after their death

Boomer Generation
Ages 56-66
Many are exceptionally wealthy 
Higher engagement in the philanthropic endeavors during the last !ve to 10 years
Want immediate impact and veri!ability in donations

Young Boomers
Ages 46-55
Have greater !nancial strain 
Looking for more meaning in gift giving
Yearn for stewardships in nonpro!ts

Generation Y
29 years old and younger
Filter information quickly
Get most of their information from technology
Won’t give unless they are actively involved in the action
Giving volunteer options is a way to get their attention and money
This group gives their opinions and if they are not taken by the nonpro!t, they will     

take their ideas elsewhere

Primary research found that corporations are not aware of PBO and its mission. The three 
most known and most donated to organizations in Oklahoma are United Way, Salvation 
Army and Big Brothers Big Sisters. These nonpro!ts strive to strengthen the local communi-
ty, are well known and work towards enhancing the future. There is an opportunity for PBO 
to connect with people on an emotional basis. 

Publics Analysis Cont.



Educators
For PBO’s purposes, because the largest numbers of children the organization screens are 
in elementary school grades, the most in#uential teacher group to target is those teaching 
elementary school. This represents 18,694 educators. By targeting communications toward 
this segment, PBO could reach more parents through other children age groups.       

Parents
In terms of making a di"erence and helping PBO accomplish its mission statement, parents 
are the key public. Parents control whether their children receive eye care. Low-income and 
bi-lingual parents ages 25 to 40 are a strong market that needs to be targeted. 

Parents are most likely to fall into the ‘achievers’ category that has a median age of 41. With 
72 percent married, children are a top priority in their daily lives and decisions. They heavily 
use the Internet and read magazines. This group is goal-oriented, conventional and brand 
conscious. They are focused around family, their place of worship and work 

Donors
In terms of pro!tability and volunteerism for PBO, the donors and/or sponsors are the most 
important and most in#uential. The most important and ignored gift giving generation is 
Generation X, which PBO should target. This group not only can provide more funds, but 
also o"ers volunteer hours.  

Donors are most likely to fall into the ‘thinkers’ category with a median age of 56. With 75 
percent of this group married, children are generally of high importance to them. About half 
of this group is in retirement and half is still in the work force. In comparison to other media, 
they contribute a great amount to PBS and NPR. Reaching this group through the Internet 
and newspapers can appeal to their need to be informed. They are well educated and often 
seek out large amounts of information when making a decision. 

Target publics
These groups have the most in!uence on PBO through this campaign



Persona examples
Characteristics of individuals in target publics

Jack Stephenson
Age 65; Born in Tulsa, Okla.; Currently resides in Edmond, Okla.

Jack is twice divorced and has 2 children and 5 grandchildren. In his 
spare time, he likes to golf, #y !sh and attends events that allow him 
capitalize on personal appearances and gaining recognition in the 
community. A graduate from the University of Oklahoma, he was a 
member of a top-ranked fraternity on campus. 

He is a highly prestigious member of many organizations including various Boards and City 
Council. 

He has sel!sh tendencies, but if persuaded he has a soft spot for children and for giving back 
to the community that raised him to become so prosperous. 

Susan White
Age 38

Born in Stillwater, Oklahoma 

Currently resides in Enid, Oklahoma  

Susan is married and has 1 child in middle school. In her spare time, 
she likes to read Jane Austen novels and do Yoga. She is an established executive member 
on the PTA and runs an after-school chorus program for mentally handicapped children 
learning to sing. 

Susan is a highly devoted member of her church and volunteers on Sunday to sing with the 
choir. A kind, outgoing woman, Susan is always willing to help others and is constantly try-
ing new things. She uses Facebook and Twitter everyday in order to keep in contact with her 
friends from high school and her sorority sisters from college. 

Kristin Price
Age 29

Born in San Antonio, Texas

Resides in Bartlesville, Oklahoma  

Kristin is married and has 1 boy in Pre-K and 1 girl in 2nd grade. She 
works as a receptionist at a dental o$ce and in her spare time she 
teaches a cake decorating class. 

She is a marathon runner and has many connections within her city 
including strong ties with MADD in Bartlesville. She is very active 
in her childrens’ lives and always keeps them in good health and good standing in school. 
Kristin is close with the teachers at the local schools and frequently has lunch with them to 
discuss possible ideas for plays and choir rehearsals. 

Kristin attended a community college where she acquired an associate’s degree in culinary 
arts. Her controlling mannerisms make her the prime candidate for any board or executive 
position. However, her up-tight personality can often come o" as snooty. 



decision making process
Shows how key publics forms opinions and makes decisions about PBO

Parents
Problem Recognition 
Parents recognize that their child has a vision problem when their child is screened in the 
school and sent home with a slip. PBO screens all children Pre-K to !fth grade to see whether 
the child needs further eye care. Not all parents know to have their child screened or do 
not have another resource to have their child screened. A child who is identi!ed as having 
a vision problem is sent home from school with a slip that informs parents of the screening 
results and refers the child to area optometrists.   

Information Search
PBO uses a narrow set of tactics to inform the public about the organization. Social media 
conversation is limited. Traditional media is used frequently, though not always e"ectively.  

PBO heavily relies on word of mouth to spread its messages. Parents !nd out about PBO 
when schools host vision screenings with PBO. Nurses, teachers and school administration 
are the groups most aware of PBO and determine the spread of PBO’s messages. 

Parent’s are protective of their children and tend to seek out information regarding their chil-
dren’s health through a variety of sources. Parents need clear and speci!c information regard-
ing vision health including when children should be screened, where to go if vision problems 
are found and how to avoid future vision problems. 

Evaluation of Alternatives
PBO does not have signi!cant direct competition. However, there are mobile health clinics, 
health seminars, family doctors and other methods of discovering eye issues. Parents trust 
their family physicians more than an outside company with their children’s health. 

Purchase Decision 
Once a year, PBO screens children in every school in Oklahoma. PBO builds relationships with 
schools to maintain vision screenings for children and reduce administrators’ fears about an 
outside organization in the school. PBO board members inform school administrators of the 
positive services they provide for the students. 

Parents must take the next step after a vision screening. Taking the child to an optometrist 
requires action on the parent’s part. In addition, if the family quali!es for eye care vouchers, 
the parent must continue to engage with PBO in order to get the care for their child.   

Post-Purchase Evaluation 
Parents assess whether they made the right decisions regarding the vision screening and 
their child’s eye care as the interaction with PBO continues. Proper treatment and improve-
ments in the child’s sight or behavior generally leads parents to positively re#ect on their 
interaction with PBO. 



Donors
Problem Recognition 
Potential donors recognize their desire to donate a variety of ways. Whether it is due to the 
need for a tax write o", or whether they have decided they want to give back to the commu-
nity, potential donors often recognize their need when they have extra money or when they 
see an organization that is aligned with their values. 

Information Search
Potential donors seek out information about organizations through the Internet and through 
word of mouth. They look for result-oriented facts about the organization including the num-
ber of people reached and helped through the organization’s services. 

Evaluation of Alternatives
Other charity nonpro!ts are the competition for potential donor’s dollars. Potential donors 
evaluate the work other nonpro!ts do in order to decide which organization will receive 
their donation. During this stage, potential donors evaluate the information they have found 
about each nonpro!t to decide which values most align with their own.    

Purchase Decision 
Potential donors make a decision about which organization to donate to and make the dona-
tion. They seek out the organization they have chosen and make the transaction happen. 

Post-Purchase Evaluation 
Donors evaluate their decisions about their donations based on the relationship the orga-
nization continues to cultivate with the donor. This includes future work the organization 
accomplishes with the donations and continued communication to donors. 

decision making Cont.



Demographic Environment
According to 2010 U.S. Census data for Oklahoma, there are more than one million children 
ages 18 and younger. Of the total population, 7 percent are under the age of 5; 6.9 percent 
are 5 years old to 9 years old; 6.8 percent are 10 years old to 14 years old; and 7.1 percent are 
15 years old to 19 years old. A large portion, 75.2 percent, of the total population is 18 years 
or older.   

Of the total population (3,751,351 people), whites make up 72.2 percent; blacks make up 
7.4 percent; 8.6 percent reported being Indian; and 8.9 percent reported being of Hispanic/
Latino descent. Note: This data does not include the estimated 75,000 illegal immigrants in 
Oklahoma, according to the Tulsa World. 

In Oklahoma, 21.6 percent of the population reported having a child of their own under the 
age of 18; 2.7 percent had a relative in the home under the age of 18; and .5 percent had a 
child under the age of 18 who was not related to the respondent. 

Oklahoma is projected to grow at a slower rate than other states according to the 2010 U.S. 
Census. The total population is projected to be at 3,661,694 by July 1, 2015; 3,735,690 by July 
1, 2025; and 3,913,251 by July 1, 2030. Because Oklahoma is growing at a slower rate, this 
means that the United States has an aging population. These numbers show that the amount 
of children in Oklahoma will increase, but at a slower rate than the current population will 
age. For PBO, this tells them that the potential donor pool will increase faster than the popu-
lation that demands PBO’s services. 

Economic Environment
Nonpro"ts
According to the National Center For Charitable Statistics, public charity activities falling 
under the category of health in Oklahoma are by far the largest of all charity activities. These 
statistics show that 472 organizations !led in 2009 with total revenue of $4,785,361,397 and 
expenses totaling $4,604,1888,786.

Oklahoma Families
In Oklahoma, the average household income is $41,555. In the United States, the average 
household income is $50,740. Oklahoma consistently ranks lower in income and quality of 
life.  

Socio-cultural Environment
Oklahoma has always been known as part of the “Bible Belt,” where people cling to their faith 
(Routes). Church attendance is on the decline nationally, however, Oklahoma hasn’t seen a 
decline in the ‘mega’ churches. Traditional church settings have seen declines in recent years. 

There are only two large metro areas in Oklahoma: Oklahoma City and Tulsa. The rest of the 
state’s population lives in small towns or rural areas. 

Oklahoma is traditionally republican and extremely conservative. The culture frowns upon 
same-sex marriages and abortion. Oklahomans are concerned with strong morals and are ac-
customed to the idea that everyone knows everyone else. Oklahomans are friendly and trust 
organizations that do good work and help society. Once an organization gains trust, aware-
ness about it will spread quickly. 

context analysis
External factors that impact PBO’s business model and daily activities identifying both 

threats and opportunities for PBO’s success



context analysis cont.
Political/Legal Environment
Legislation in Oklahoma dictates that children must pass a vision screening upon entering 
kindergarten by approved screeners, then again in the !rst and third grades. This legislation 
impacts PBO because it mandates parents to utilize services like the ones PBO provides. Chil-
dren are not prohibited from attending school for failing to provide such information. 

HIPAA, and other legislation, provides federal protection for patients, but it limits the amount 
of information that can be divulged to businesses and organizations like PBO. These regula-
tions specify a series of administrative, physical and technical safeguards for involved parties 
that make it hard for PBO to maneuver around. This means that gathering information about 
children it has referred to optometrists is especially di$cult. 

Laws dictating the organization’s operating guidelines act as a part of the political environ-
ment. PBO follows all legislation regarding volunteer and full-time employee wages. Howev-
er, other laws that prove problematic for many companies do not apply to PBO. For example, 
product-labeling requirements do not prove a problem for PBO because it provides a service, 
not a product. Also, no other organization in the market provides this service.

Guidelines other non-pro!ts follow apply to PBO as well. A non-pro!t accountability frame-
work should be set in place if it is not already in operation. The framework should include a 
comprehensive list of stakeholders to whom PBO is held accountable. It also should list the 
resources for which PBO need be held accountable. The stakeholders and resources then 
should be compiled on a matrix so that revenue can be clearly seen. 



context analysis cont.
Technological Environment
Clients increasingly expect organizations have easy to use services for repeat users. 

Screening Services
For the services PBO provides, the organization’s technology is current. PBO uses state-ap-
proved methods, chart screening and Random E Dot testing for children Pre-K through third 
grade. PBO has a photo screening technique that uses an advanced camera to screen chil-
dren 10 months to 3 years old. Older children, fourth grade and above, are screened for near 
vision and distant acuity. 

Social Media
PBO maintains Facebook and Twitter accounts and a blog. These social media tools are uti-
lized sparingly and are not kept current. 

Other businesses and nonpro!ts greatly bene!t from the use of social media tools. Twit-
terholic.com is being used to connect with the top 50 tweeters in an organizations area that 
provide support for that organization. The Facebook Insights program can track activity and 
demographic information about visitors to an organization’s page. YouTube Nonpro!t Pro-
gram raises money and advocates di"erent causes every week. Using YouTube video annota-
tions has been successful for various nonpro!ts for raising awareness about the organiza-
tions. Flickr Pro accounts o"er nonpro!ts the opportunity to get the message out about their 
cause through pictures. Blog posts and articles on social news websites can increase dona-
tion activity. Blackbaud indenti!es top contributors and in#uencers through all social media 
tools. LinkedIn is a business-related social networking site that has more than 135 million 
users. The website is used mainly for professional networking and many Prevent Blindness 
organizations have pro!les, but PBO does not. The “next big thing” in the social media toolkit 
is Pinterest. It is said that a picture is worth a thousand words. Whereas Facebook and Twitter 
both rely on text, Pinterest revolves around pictures that easily and quickly align with user 
interests. 

Online Donations
PBO uses PayPal for its online donation collection. Online donation collections services are 
increasingly more e"ective in raising funds for nonpro!ts. “Organizations raise funds an aver-
age of six di"erent ways, with online donations proving an increasingly fruitful method,” ac-
cording to an Urban Institute Center on Nonpro!ts article, What’s Been Happening to Chari-
table Giving Recently? A Look at the Data. “Three-quarters [of surveyed nonpro!ts] reported 
using or having the ability to receive online donations, 58 percent of whom saw their online 
donations go up in 2010.”

Other services exist that allow easy ways to gain repeat donors. For example, Groundspring.
org serves more than 900 nonpro!ts and o"ers its clients recurring monthly donations as 
part of its DonateNow online service. Nonpro!ts have to set up an account (either $129 or 
$199 setup), then a monthly fee of either $15 or $25 (based on budget size), and a 3 percent 
fee per donation. 

News Media
PBO sends out news releases to di"erent news outlets to get word out about events. PBO has 
appeared in the Tulsa World with “Flight for Sight” in Tulsa at the Jones-Riverside Airport in 
Jenks. The organization has also appeared in multiple newspapers for school screenings, the 
millionth child and more. A testimonial also appeared in The Oklahoman about PBO’s work. 

News media loves the human interest and feel good stories, but there needs to be a unique 
angle and reason for the story to run. News media doesn’t like to just !ll space. 



Business Model
Prevent Blindness Oklahoma is the only nonpro!t agency dedicated exclusively to !ghting 
blindness. It is a 501 c (3) nonpro!t agency. It has been providing vision screenings for chil-
dren at preschools, day cares, head starts and public schools for 45 years. There are 17 screen-
ers spread out across the state. 

PBO also provides safety and educational programs, and serves as an information and referral 
service for eye care. PBO will pay for a child’s eyewear, doctor appointments and any speci!c 
optometry needs he or she has until age 18, if the child is eligible. Its o$ces are located in 
Oklahoma City and Tulsa. There are six sta" members in Oklahoma City. 

PBO is operating at a de!cient, meaning that its budget exceeds expected revenue. PBO is in 
need of increasing revenue streams in order to continue screening children. The 2010-2011 
proposed budgets shows total expenses to be $683,574 and total revenue to be $668,200, 
meaning the organization needed to increase revenue by $14,374 to cover its costs. Em-
ployee salaries and bene!ts are by far the highest cost at $316,737 and $50,000 respectively. 
Other large expenses include: travel and transportation ($91,606.80); a$liate dues and fees 
(48,500); and professional fees and outside services ($33,100). Finding ways to trim any of 
these and other expenses could also greatly improve PBO’s budget.  

A donation pickup service and thrift store 
is often confused for PBO. The thrift store 
often mismanages customer relations 
confusing the customer as to whom he 
or she is donating items. It is also unclear 
how much of the company’s pro!ts are 
actually donated to the organizations it 
claims to represent. There is an opportu-
nity here to increase the pickup service’s 

customer service and pro!tability by discussing how to approach potential donors. Calls to 
speak with a donation pickup service company representative went unanswered. The orga-
nization does provide PBO with about $126,000 a year meaning that the relationship should 
be maintained though customer service practices of the thrift store need to be improved to 
keep PBO’s reputation intact. 

PBO is partnered with Grand Lodge (provides volunteers) and The Masonic Charity Founda-
tion (provides $100,000 in funding). 

PBO is part of the ‘old regime’ of nonpro!ts that have been established for many years. The 
methods it uses have been in place for years and the company lacks the necessary resources 
to implement new ideas that its employees and board members would like to see imple-
mented. Employees and board members have big hearts for service and are dedicated to the 
work the organization does.  

Donors support revenue #ow of PBO. Public support totals $282,250 and special event dona-
tions total $109,000 for the 2010-2011 proposed budget. Services are provided to children 
(to assist parents in caring for their children). These services are provided through the schools 
with the administrative support. School administration pays about $20,000 annually for PBO’s 
services ($600 per day per school), which is only a fraction of the cost to provide the services. 
Though volunteers screen the children, travel costs alone exceed $90,000.  

company analysis
Internal factors that impact PBO’s business model and daily activities identifying both 

strengths and weaknesses that in!uence PBO’s success



company analysis cont.
Competitive Strategy
PBO doesn’t have a strategy for competing with other doctors, nonpro!ts, etc. The organiza-
tion does not have direct competition within the schools though it competes with family 
physicians to screen children and other nonpro!ts for donations and volunteers. It hasn’t 
de!ned its competition and therefore lacks a strong competitive strategy.  

Competitive Advantage Analysis
PBO’s competitive advantage is that it not only 
specializes in children’s eye care, but also goes 
into the school system to screen eyes. It does 
something no other organization does. It also 
provides eye care services for children until they 
are 18 years old. PBO stands out amongst other 
nonpro!ts for the services it provides.   

Resources That 
Could Be Leveraged
PBO is trusted by the school systems it already 
serves. Those relationships could be leveraged 
to push information out to the parents and raise 
awareness about PBO to the target audiences. 

PBO provides signi!cant revenue streams for optometrists and eyeglasses retailers. By 
screening children and referring them to speci!c eye care facilities, PBO provides potential 
lifetime customers to those facilities. Once a child’s vision impairment is identi!ed, it often 
requires treatment for the rest of his or her life. PBO could leverage this fact with eye care 
professionals to create new revenue streams. 

A fact that could help PBO is that 70 percent of minors in juvenile detention facilities have 
vision impairments. 

Programs and Products
Prevent Blindness Oklahoma is supported by contributions, memorial gifts, bequests, and 
legacies.  Partnerships with the Oklahoma Masonic Charity Foundation and Bargain Thrift 
Stores, as well as foundation grants and corporate support provide for our programs that 
reach Oklahoman children.  In addition, special events generate funds necessary to maintain 
essential community services and educational programs, while providing valuable eye health 
information to the participants. The donations are all tax deductable. 

Fundraising and administrative costs total 9.2 percent of PBO’s budget. Oklahoma Masonic 
Charity has provided more than $2,750,000.00 since the beginning of the partnership with 
PBO. Masonic provides with vision screenings, tra$c control, and by providing whatever the 
screeners may need. PBO provides eye screeners.



company analysis cont.
How Client Needs Are Met
In the 2010-2011 school year, 278,698 children were screened. With the assistance of the 
Masons, 32,090 children were referred to eye doctors. PBO o"ers its services to all Oklahoma 
school districts. 

PBO provides help to the following: early head starts, head starts, day care centers, pre-
schools, elementary schools (pre-kindergarten, kindergarten, !rst grade, third grade, new 
students to the school and any referrals from another grade). 

Although there are diverse methods used in screening, the most frequent is chart screening, 
which is used for children 4 years and older. The second technique used is photo screening. 
Photo screening uses a technologically advanced camera to screen children ten months to 3 
years of age, in addition to non-verbal and special needs children.

Past & Current Communications
In comparison to other nonpro!ts and optometrists across the state, PBO has had less e"ec-
tive communication with its key publics. News releases have made it into news media, but 
on the whole, PBO struggles to make its messages reach its key publics. There is a disconnect 
between PBO and the parents and a lack of awareness among potential donors. 

Public Perception
A partnership with Bargain Thrift Stores is causing con-
fusion among the public in the Oklahoma City/Edmond 
area about what PBO is and what it does. The thrift 
store’s lack of customer service and clarity regarding 
what it does and how much money goes to charity is 
causing people to be upset with PBO or think that PBO 
is a thrift store. 

People to know what PBO is and have experienced its 
services to any extent tend to have a high opinion of 
the organization. People are appreciative and see PBO 
as genuine, caring and helpful. 

Collaborators & Complementers
The strongest collaborators and complementers are the schools. School help spread aware-
ness about PBO and push information out to the parents. In addition, schools bene!t from 
PBO’s services both in helping its children and in alleviating pressure from the nurses.

Other complementers include every industry PBO supports. PBO sends children to optom-
etrists, which increases the doctors’ client lists and pro!ts. PBO also identi!es eye problems 
that often must be !xed with glasses. Thus, PBO also supports any business in the eye care 
product industry including glasses, contacts, contact solutions, etc.   



competitive landscape

Industry Competitors
Direct Competitors
Although PBO’s services are unique and there is little competition for them, any nonpro!t 
that competes for the same donors as PBO can be considered a direct competitor. According 
to 2009 National Center For Charitable Statistics data, there are 472 charities in Oklahoma. 
There are thousands of other charities across the state that compete for dwindling dona-
tion dollars. This is a highly competitive industry for PBO to be in. According to The Urban 
Institute, there are more than one million 501(c)(3) nonpro!ts in the United States and this 
number is continuing to increase. It increased by 19 percent between 1999 and 2009. 

Indirect Competitors
Any optometrist or family doctor in Oklahoma and other mobile health screening units 
(i.e. Lion’s Club Mobile Health Clinic) are indirect competitors. Additionally, iScreen Vision 
Screener, Vision USA and Junior Blind of America o"er similar services on a national level. As 
these other sources identify vision issues, PBO loses children it could be helping and claiming 
as having identi!ed the vision problem. Doctors are highly trusted and tend to have a strong 
patient base. They connect on a more substantial level with parents and can o"er more com-
prehensive medical care. 

In addition, donors are increasing strapped for cash as the economy struggles to recover. This 
means that anything competing for their dollars is competition for PBO. Other nonpro!ts 
have higher brand recognition, higher marketing budgets and more e"ective communica-
tion tactics with target publics.  

Potential Entrants
Any nonpro!t or new doctor practices are potential entrants. The cost of entry is high due to 
the medical expertise need for trained volunteers/sta" and the expense of medical equip-
ment. The cost of exiting is relatively low.  

Availability of Substitutes
For both PBO’s services and for its revenue, there are a variety of substitutes. As stated above, 
there are many other nonpro!ts donors can give money. Parents can take their children to a 
pediatrician or other organization to have their children’s vision screened. The Oklahoma De-
partment of Health website lists hundreds of certi!ed screeners that parents can chose from. 

Examines the competition PBO faces in its industry



Primary research 

Research Method
Objective
The goal of our research was to !nd approaches that would improve communication be-
tween PBO and the parents and/or guardians of the children that PBOscreens. Improved 
communication should strengthen brand awareness, which should increase donations.

Methodology
We conducted one-on-one interviews (both in person or over the phone) with parents and 
legal guardians. We searched for respondents living in a range of Oklahoma school districts 
such as: Tulsa, Jenks, Stillwater, Edmond and Oklahoma City. We also searched for a range of 
backgrounds to gain further insights about how to reach various target markets. We found 
respondents through churches, family and friends. We each had a goal of each !nding six 
parents to interview for 24 total respondents. We had 18 respondents by the end of the 
research period. 

Sample
The respondents met the following requirements:

Men and women ages 25 to 55
Have school-aged children 
Middle to lower income
Working class or unemployed
Range of backgrounds

Our respondents were parents and legal guardians because we needed to access what they 
knew about PBO and discover ways they seek information regarding parenting. This informa-
tion helped us build a creative campaign to bridge the communication gap between PBO 
and parents/legal guardians and reach potential donors.

Research Instrument
See appendix one. 

A look at the research Cowboy Consulting executed while creating this campaign



Primary research cont.
Key Findings
With regards to communication from schools and organizations to parents:
We found that parents prefer one-on-one conversations with the teachers and/or coaches 
either in person or over the phone.  A lack of individualized assessments or conversations 
between the teacher and the parent leaves the parent wanting more. Parents strongly desire 
that other set of eye assessing their child’s strengths and weaknesses.  

In addition to one-on-one conversations, parents !nd #iers both important and informative. 
Parents enjoy having a hard copy of upcoming events and other information to post on the 
refrigerator and to place in the family calendar. Parents !nd that technology sometimes fails 
and having that hard copy ensures that the information reaches them. 

With regards to reasons parents trust outside organizations:
Parents place a strong emphasis on the reputation of the organization. Tradition and his-
tory of an organization is important. Most important, however, is whether the parents know 
people who are either a part of the organization or have had positive experiences with the 
organization. Word-of-mouth is crucial for organizations to gain parents’ trust. Parents also 
care about the organization’s worldview, meaning what the organization thinks makes a 
good child and a good family.  

With regards to ways of seeking information: 
We found that parents seek out information through teachers, family and friends. They go 
to those people whom they trust and who have experienced similar situations with their 
own children. Parents also utilize reputable Internet resources such as: Google, WebMD and 
parenting blogs. 

With regards to whom PBO should target with their communications:
The mothers are most likely to be the ones confronting issues with the schools or between 
the teacher and child. Mothers typically have a strong in#uence over whether a child partici-
pates in an activity. 
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 campaign plan

Campaign goal
To create and strengthen PBO’s relationships with its key publics

Campaign phases 
Phase 1
Simple tactics will increase PBO’s professionalism and give PBO the tools it needs to success-
fully implement the campaign. 

Phase 2
Tactics will transform educators into opinion leaders, increase awareness about the organiza-
tion among parents and capture donors’ attention and dollars. 

Phase 3
Exciting and detailed tactics that will garner media attention and exponentially increase 
awareness among parents and donors.  

Each phase equips PBO to further its reach and continue into the next phase. The campaign 
is a year long, but designed to be renewable and on going. The e"ectiveness of tactics can be 
evaluated and revised as needed to continue implementing in future years. 

“The reality is that most people will never, ever care about your mission enough to help 
your organization… But here’s the good news: if you focus your limited marketing 
resources on the people who really do matter most to your organization’s success, 
you’ll spend a lot less money and time and you’ll get better results. You’ll actually make 
a di!erence.” -Kivi Miller, The Nonpro"t Marketing Guide  

The objectives and tactics that PBO will implement to strengthen its relationships with 
key publics that are central to the organization’s success



 Phase one
Objective
To increase PBO’s professionalism and supply PBO with tools to successfully implement the 
communications plan

Strategy
The !rst impression a person has about an organization is a series of crucial moments of truth 
that involve learning about the organization through a third party or through its website and 
other publications. Phase one will give PBO tools to build its brand image and present itself 
in a professional manner. This phase will help PBO increase awareness about its services and 
capture donors’ attention. 

Tactics 
Lookie & Co. Photo Shoots
One of the struggles when creating newsletters, brochures or other publications is having 
quality photographs to increase the visual impact of the publication. Images are worth more 
than words when trying to capture an audience’s attention. 

PBO will hold a photo shoot with an experienced photographer. The photographer will cap-
ture images of children in a classroom, on a playground and simple stock photos on a plain 
white background with props like books and eye screening equipment. The goal is to capture 
moments of happiness and interaction with other children and with PBO screeners.  

The !rst photo shoot will be inside a makeshift studio with a solid white background to cap-
ture images of children reading, playing games and have their vision screened. 

The second photo shoot will take place inside a classroom with a teacher conducting a les-
son. The photo shoot will then move to the outside playground to photograph children play-
ing at recess. This shoot will occur in mid-afternoon with softer, but still bright, sunlight.    

PBO will select children with a variety of ethnicities and ages and children that both wear 
glasses and do not. PBO will also select a few volunteers and employees to be photographed 
with the children.  

The photographer will provide PBO with a digital copy of the photographs for the organiza-
tion to use in future publications and on its website.      

PBO will need a signed media release before the photo shoot from the parents of the pho-
tographed children and from any employees or volunteers who are models for the photo 
shoot. 

PBO will need many volunteers for the photoshoots to be successful. It will also need to uti-
lize a relationship with a school for use of a classroom for the second photo shoot. 

A professional photographer charges an average of $125 for a sitting fee. PBO could get qual-
ity photographs cheaper through a university student with a passion for photography. These 
individuals usually charge a $50 sitting fee. It would then cost PBO $100 for the photogra-
pher to capture strong quality photographs for PBO to use for years to come.  

PBO will conduct the photo shoots in June 2011 to have images for the website improve-
ments and tactics in subsequent phases. These images will be priceless when creating the 
learning lunches, school event booth posters and any other PBO publication or communica-
tion project. The images will also be helpful for social media pins, tweets and posts.  

Side note: If it is decided to purchase the Lookie Mascot (phase three), before the time speci-
!ed in this campaign, then Lookie should be one of the models for the photo shoot. This 
would be  the ideal way to execute the tactic.



 Phase one cont.
Website Improvements
The website should re#ect the work PBO is doing and the children it helps, not on the orga-
nization itself. Visitors want stories about who PBO is helping, not statistics. The homepage 
should tell a story about the organization and use strong visual cues that capture  the visitor’s 
attention. 

The !rst step is de!ning what PBO wants website visitors to do. It wants them to donate. 
Donors connect with strong images and emotional stories. 

The second step is implemening this information throughout the website. PBO will feature 
images from the Lookie & Co. Photo Shoot and have a short story about a child it has helped. 
Quotes from school administration, educators, children, parents and donors are also suggest-
ed. Its mission should still be stated on the homepage, but in a format that is easier to read. 
Contact information should be easy to !nd and the donate now button should remain highly 
visible. Social media usage should be linked on the homepage as well. 

The Donate Now button should link to a page with the option for donors to select renewable 
year-to-year donations. PBO will be able to maximize its pro!t potential and gain repeat do-
nors with relative little e"ort by sta" and the donors. Donors will be able to easily contribute 
by having money taken directly out of their account at a speci!ed time each month or each 
year. 

Subsequent pages (tabs along the top) should include in this order: Donate, Volunteer, Edu-
cator Resources, Parent Resources, Partners, Events, News, and About Us. Each of these pages 
should remain consistent with the theme of the homepage. Personal stories and quotes and 
strong imagery should be used throughout. The Donate Now link should be prominent on 
every page. 

Text throughout the website should be consistent in font, size and color. All text should be 
written with strong key words in mind to optimize search engine results. Strong call to ac-
tions should be included in all text. Remember, the goal is for people to donate through the 
website. 

All teacher material (discussed in phase two) should be available for free download provided 
the teachers submit their email addresses to be added to the newsletter subscription list. This 
will get them to the website and keep them coming back through the newsletters. 

A media kit should also be available and easy to locate on the website. The media kit will in-
clude: backgrounder, fast fact sheet, news release, photographs for media use and a contact 
person for further information. 

The PBO personnel responsible for maintaining the current website will be in charge of 
implementing these improvements. They should look to nonpro!ts that are widely known 
for inspiration. Nonpro!ts such as Big Brothers Big Sisters and Relay For Life have stong visual 
websites. 

Website updates should begin June 1, 2012 and be completed by the end of the second 
month of the campaign or July 31, 2012.  



Guidelines of Engagement
The lucrative partnership with the Community Thrift Store has unintentionally diluted brand 
identity and reputation amongst Oklahoma donors. To combat this negative response while 
maintaining pro!tability through the partnership, PBO will negotiate a Guidelines of Engage-
ment. 

The thrift store also serves Big Brothers Big Sisters and Oklahoma Foundation for the Dis-
abled. PBO management will collaborate with leaders in these organizations to develop 
these guidelines. 

The guidelines will outline acceptable uses of the PBO logo and how PBO should be referred 
to when thrift store or donation pick-up employees are interacting with customers. PBO will 
insist that the highest level of customer service and follow through should be given to the 
thrift store customers and donors. 

Additionally, PBO will request that the thrift store make its mission and services understand-
able to its customers and donors both on the phone and through its websites. Donors should 
know what percentage of their donations and thrift store pro!t are is going to each non-
pro!t. 

Negotiating Guidelines of Engagement will require sensitivity to each party’s needs and the 
highest level of professionalism. The goal is to help one another be more professional, more 
communicative with key publics and ultimately more pro!table. 

This tactic will require time from PBO management, but has no !nancial costs in order to 
execute. 

This tactic will take place from July 1, 2012 to Sept. 31, 2012 with collaboration with other 
groups taking the !rst month to write up the Guidelines and the last two months to work 
through negotiations and implement the Guidelines. 

 Phase one cont.



 Phase two
target public
Educators

objective
To inform educators in all participating schools about student vision care and PBO’s services 
in order to establish those educators as opinion leaders

Strategy
PBO will target communication and teaching tools toward educators in schools the organiza-
tion already provides for. It will illustrate to educators how PBO enhances student develop-
ment and academic opportunities for success by identifying vision impairments and assisting 
in correcting those impairments. Secondary research shows impaired vision is a major cause 
for stunted cognitive growth. Cowboy Consulting’s primary research found parents believe 
their child’s teacher is a trusted resource for information about the child. This campaign 
will create opinion leaders out of educators so that more parents and donors are reached 
through word-of-mouth communication. 

tactics
Learning Lunches
Lunch is an excellent opportunity to build community. Employees view lunch as a time to 
relax and chat with friends and co-workers. PBO needs to build community with teachers in 
order to gain their trust and equip them to become opinion leaders. 

PBO will conduct Learning Lunches during scheduled school lunch hours. This will take no 
extra time out of busy teachers’ days. Teachers will bring their own packed lunches to the pre-
sentation meaning Learning Lunches will be at no extra cost to PBO. 

The Learning Lunches will equip educators with information regarding student vision health 
and its impact on cognitive development. Learning Lunches are designed to empower teach-
ers to be educated opinion leaders. A PowerPoint presentation will explain key signs of vision 
impairment. It will highlight methods to help teachers follow through with parents to get 
their students the necessary vision care. 

Learning Lunches are meant to be a resource to educators, not PBO propoganda. The focus 
will be on how to help students development better. However, the presentation will outline 
how PBO is a resource for teachers. As such, the presentation will explain the services PBO 
o"ers. 

Learning lunches will be conducted at no cost to PBO or the schools.

A PBO volunteer or employee will be in charge of conducting the Learning Lunches building 
upon the presentation slides in Appendix Two. The PBO representative in charge should cre-
ate an agenda for each Learning Lunch conducted.   

Ten learning lunches will be held throughout the duration of the campaign. PBO will select 
the schools to visit based on a large faculty size and need for vision education or promoting 
strong relations with school administration. 

Learning lunches will begin on Aug. 1, 2012 and will last through May 1, 2013.



 Phase two
Lookie Lesson Plan
Teachers are always searching for resources to use in lesson plans. PBO can further build rela-
tionships with educators by being a lesson plan resource. 

The Lookie Lesson Plan will be distributed as a tool for teachers to educate their students 
about vision health. The lesson plan will emphasize that glasses are cool and will encourage 
students to speak up when things do not seem right with their eyesight. The lesson plan 
will give information about how the eyes and brain work together to create vision and how 
things can sometimes go wrong. 

The lesson plan will include “Lookie” coloring sheets and an interactive activity to engage 
students with the lesson’s message. Students will learn about how to protect their eyes and 
when to tell their parents that they have trouble seeing.

The Lookie Lesson Plan will be adaptable to a variety of ages and allow teachers #exibility in 
implementing this material into their classrooms.

PBO will distribute the Lookie Lesson Plan via email in .pdf form to school administrators in 
schools PBO already serves.  The administrators will distribute the plan amongst their sta" 
in whichever way they choose, although PBO will suggest email. This method of distribution 
makes it simple for PBO to manage, because administration will not always give the teachers’ 
email addresses to an outside organization. 

Appendix Three o"ers an example of the Lookie Lesson Plan. PBO will revise and improve the 
plan as it sees !t before implementing this tactic. 

The Lookie Lesson Plan will be distributed beginning Jan. 1, 2013 and ending May 31, 2013. 

Pinterest Board
PBO will maintain a Pinterest board created as a teacher resource. This board will pin rel-
evant information about vision health and PBO’s services. However, as it is designed to build 
relationships with educators, it will also feature pins for lesson plan ideas, blogs, games, latest 
research articles, etc. 

A Pinterest board has been created as an example for PBO to follow. See Appendix Three for 
the example board and pin ideas. 

A PBO representative will be placed in charge of maintaining the Pinterest board. This repre-
sentative will create the board under a PBO account (linked to its Facebook) and maintain the 
board throughout the year. 

The board will be created in August 2012 and will be maintained throughout the duration of 
the campaign until May 31, 2013. It can then be maintained inde!nitely until it is deemed no 
longer e"ective. 



target public
Parents

objective
To raise awareness about PBO’s services among parents with children in preschool to !fth 
grade to be 80 percent of parents aware of the organization within one year 

Strategy
PBO will accomplish this objective by communicating its mission through one-on-one 
conversations and a variety of media platforms. The message will establish and reinforce 
PBO’s credibility as a reputable charity created to bene!t the community. Cowboy Consult-
ing’s primary research revealed parents are more willing to have faith in organizations that 
have positive reputations established through word-of-mouth communication. Thus, the 
campaign will utilize blogs, one-on-one conversations and print media to build a respectable 
foundation for PBO. 

tactics
School Event Booths
Primary research showed that parents will trust an organization once they know someone 
connected with the organization. To accomplish this, PBO will have a booth on the school 
premises during parent-teacher conferences. 

PBO management will gain administrative approval in participating schools to have a table 
or set area around the school during regularly scheduled parent-teacher conferences. 

A trained PBO volunteer will work the booth to network with parents and o"er information 
about maintaining vision health and the services PBO o"ers. 

This tactic will allow PBO to increase parent awareness and to gain their trust through one-
on-one contact. It is unique and not implemented by other nonpro!ts. Parents will appreci-
ate meeting the people involved in screening their children’s eyes. 

The booth will include a simple tablecloth (Walmart $5) and a sturdy poster board (printing 
$20) describing PBO and its services. 

Appendix Five o"ers a design for PBO to use on the poster board. The poster will direct par-
ents to the website if they wish to seek out more information. 

PBO will host booths in 10 schools throughout the year. Schools will be selected based on 
if they are larger in size and if they have a greater amount of parents PBO can reach. Booths 
will begin to take place during the !rst parent-teacher conferences in October 2012 and last 
through May 31, 2013. 

Progress reports will be noted after each event.  

 Phase two cont.



 Phase two cont.
Social Media Interaction
PBO will increase its use of social media including: Facebook, Twitter, Pinterest, LinkedIn and 
a blog. Social media is an inexpensive and fun way to interact with parents and provide them 
with information they are searching for. 

PBO’s social media accounts will share relevant information about the organization and vi-
sion health. Weekly postings to Facebook and Twitter will keep the organization in the public 
eye, but not overwhelm audiences with too many messages. An updated LinkedIn account 
will further PBO’s business contacts and reach working parents. LinkenIn should be updated 
with current company information then posts linked to the Twitter account so that both ac-
counts can be updated at the same time. 

Hootsuite will allow PBO to schedule tweets and Facebook posts to ensure this tactic is 
carried through. Once the tweets and posts are scheduled, PBO will monitor responses and 
continue interaction with followers and friends. 

A designated PBO representative in the main o$ce will manage these media channels and 
post once a week to a PBO blog. The blog will further the development of a PBO online com-
munity and serve as a resource for parents. Sharing parenting antidotes and child health 
information will establish PBO as a caring organization and gain parent’s trust. 

Appendix Six provides a list of post examples and ideas to guide PBO’s e"orts to capture 
parents’ attention. 

The project will begin on June 1, 2012 and end on May 31, 2013.  

Side note: This tactic is to be done in conjunction with current PBO social media accounts. It 
is suggesting an increase and improvement to a tactic already being utilized. 



target public
Donors

objective
To strengthen donor relations in order to increase frequency of current donor contributions 
by 10 percent in one year and in order to increase the number of donors by 10 percent in one 
year

Strategy
PBO will accomplish this objective by creating an inherent and innate relationship between 
itself and its donors. This relationship is more than simple communication; it is building a 
friendship that will last for years. This objective will demonstrate to donors how current 
donations are allocated, which research has shown will increase donor willingness to con-
tribute !nancially. Creating this relationship will increase trust, which will make donating an 
instinctual action, rather than a one-time contribution. For the current donor segment, this 
campaign will construct programs that strengthen lines of communication in order to main-
tain healthy and active relationships. This campaign will seek out new donors by increasing 
awareness about PBO. Research has indicated Generation X (ages 30-45) is a key age group 
not currenting sought out by nonpro!ts for donations. This generation donates to organiza-
tions that emotionally touch them.  PBO will reach out to this target market by illustrating to 
donors how, together with PBO, they can change childrens’ lives through their contributions. 

tactics
Donor Relationship Management Database
The !rst step in building donor relations is to track who is donating, how much they are do-
nating and their contact information for further communications. 

PBO will not only record donations with the accounting department, but also in a master 
list to track donor contributions and maintain their contact information for all other donor 
tactics to utilize. 

This excel list (or other program as PBO sees !t) will be made available to all employees who 
input donations. Employees will record the donor’s name, street address, email address, 
phone number, amount of donation and date of donation. If the donor sends a note saying 
why he or she decided to donate or other comments, then this information will be noted in 
the list. Any other information that could make future communications more personal should 
also be noted in the list. 

The database will allow PBO to track who is donating and be able to clearly see where dona-
tions are coming from in order to assess pro!tability in certain areas. This will also help PBO 
see which tactics of this campaign are directly resulting in monetary donations. 

PBO will begin building the Donor Relationship Management Database on June 1, 2012 and 
end on June 1, 2013. It will be a collaborated e"ort among all employees dealing with donor 
relations and inputing donations.   

 Phase two cont.



 Phase two cont.
Donor Thank You Notes
The Donor Relationship Management List will allow for easy access to donor contact informa-
tion to send them follow-up thank-you notes. 

Appendix Seven shows a thank you note template for PBO to then save and print as needed. 
It also gives examples of scripted text that can be used as a guide for the notes. This will help 
make writing the notes quick and simple. 

These notes should be handwritten and adressed by PBO employees and/or board members. 
Notes can be divided amongst the team and will be written during board or sta" meetings.
The thank you letters should be mailed within one to two weeks of receiving the donation. 

It will cost about 30 cents per letter for printing costs and nonpro!t postage. If PBO estimates 
writing 1,000 letters, then it will cost $300. 

A recent study showed that 80 percent of donors said receiving this type of thank you would 
in#uence them to donate again. The tactic should pay for itself in this respect. 

Writing these notes should begin on June 1, 2012 and continue through May 31, 2013.  

Email Newsletter Program
To keep lines of communication open with donors, PBO will create a quarterly email newslet-
ter.

PBO will use InDesign to create the newsletter and an email blast program to send it out to 
donors. Http://email-marketing-service-reviewtoptenreviews.com will help PBO !nd an email 
blast service if it does not already subscribe to one. The website highlights services and costs 
of the top email blast programs available. 

After the !rst newsletter is generated, a member of PBO will maintain the service by creating 
and sending a newsletter every three months. 

The newsletters will update donors on current and future events.  Testimonial stories from 
children and parents will assist in building relationships by tugging on donor’s heartstrings. 
The newsletters will direct readers to PBO’s website and provide direct links to where people 
can donate. 

PBO drives tra$c to optometrists and eye care retailers increasing those industries’ pro!tabil-
ity in Oklahoma. These relationships will be leveraged to bring more revenue in for PBO by 
selling advertising space. The space will be sold to optometrists and eyeglasses retailers who 
wish to increase their brand awareness and connect with PBO’s mission. 

The !rst newsletter will be designed beginning Aug. 1, 2012. PBO management should also 
establish the email blast system during this month. The !rst newsletter will be sent Sept. 1, 
2012. Subsequent newsletters will be sent every three months (Dec. 1, 2012; March 1, 2013; 
and June 1, 2013). After the campaign’s completion, the pro!tability of the newsletters and 
the extent to which donor relations were stregthened will be evaluated.

“Giving the donor a larger perspective doesn’t work… People who are otherwise caring 
and would go out of their way to help another individual become numb and indi!erent to 
the su!ering of the masses” --Kivi Miller, The Nonpro"t Marketing Guide



 Phase two cont.
Personalized Event Invitations
Increasing the amount of money all PBO events raise by just 40 percent will bring in more 
than $43,000 each year. To accomplish this, PBO will increase event attendance to have more 
potential donors at the events. 

PBO will target invitations toward people already connected with the organization and will 
distribute the invitation through via the email blast program. The mailing list will be com-
piled by pulling names from the newsletter mailing lists; local optometrists and their o$ce 
employees; corporate donors’ employees; and anyone the aforementioned people suggest 
may be interested. By increasing the invitation list to include more people who are likely 
interested or have a connection to PBO, the total number of event attendees should increase.  

Inserting the individuals’ names in the opening salutation will individualize the invitations. 
This amount of work will only be done to the top four grossing events that bene!t PBO until 
its e"ectiveness can be assessed. 

The design of the invitations will be speci!c to each event. This is simply an improvement to a 
current tactic PBO employs. The invitations will be sent via email meaning there is no postage 
expense associated with this tactic. 

If this tactic is determined to be e"ective, PBO can extend it to each event it hosts in the years 
to come. 

Sending these invitations can begin for events after Sept. 1, 2012 when PBO has established 
the email blast system mentioned above. The invitations should be designed as needed for 
the events chosen. The tactic will end on June 1, 2013 at the completion of the campaign. 

Side note: This tactic is to be used in conjunction with current PBO tactics including: Swing 
for Sight, Taste for Sight, Eye Ball, Charity Trail Ride, Flight for Sight and Sip for Sight.

Text To Donate System
This tactic is to be used in conjunction with current events PBO hosts. Text To Donate Systems 
are designed to make donating quick and easy for potential donors. The donation system will 
bring in additional revenue to fund campaign tactics and PBO services. 

Mgive.com o"ers a text donation service for $200. Asking donors to give $5 will allow this 
tactic to pay for itself after 40 donations. Additional donations will be pro!t for PBO to cap-
ture. 

During events, PBO representatives can give the number as a part of their speeches to direct 
people to donate on the spot. For dinners, placecards can be set at each table with the num-
ber and directions. The Text To Donate System can also be advertised via social media, parent 
booths and the donor email newsletter. It should not be used in conjunction with teacher 
resources though it could be advertised on Pinterest if appropriate. 

Beginning Aug. 1, 2012, PBO management can investigate Mgive.com and other Text To Do-
nate systems. By Sept. 1, 2012, management should have selected and purchased a program. 
That system can then be implemented through May 31, 2013.  



 Phase two cont.
Calculate Donor Lifetime Value
By estimating the total amount PBO can capture from donors throughout that donor’s 
lifetime, PBO can rank donors based on potential pro!tability. This allows PBO to see which 
donor relationship are most important to its success. PBO can then establish a donor relation-
ship program (similar to a loyalty rewards program) for its top donors. 

Calculating donor lifetime value uses standard marketing tools to assess the estimated 
amount of disposable income that PBO can capture from donor segments. It shows which 
donors are most pro!table over time. If Sally Mae gives a one time donation of $1,000 and 
Bobby Joe donates $100 each year his 3-year-old son receives vision care vouchers (15 years), 
then Bobby Joe is more pro!table to the organization. Not only will Bobby Joe donate more 
over time, but also he is more likely to bring in new donors through word of mouth.    

The information these calculations provide will allow PBO to build more targeting commu-
nication messages to those most in#uential donors. The donor relationship management 
list inputs the information these calculations will require (i.e. amount of donations over the 
years). More information about how to make these calculations is found in Appendix Ten. 

By highlighting top donor names in the o$ce, this tactic will encourage employees to o"er 
even better customer service toward those individuals. This will also allow PBO to thank top 
donors properly in the donor email program adding an incentive to donors who contribute 
more. Recognition is a key concept donors value. 

After the calculations are completed, PBO will devise a bene!t program for top donors in-
cluding: free admission to events, personalized thank you letters, etc. Recognition of donors 
will increase their willingness to donate and a simple increase in current donations will great-
ly increase pro!tability. For example, simply increasing current public support by 10 percent 
will bring in more than $28,000 a year (as estimated by the 2011 proposed budget). 

PBO management will assign someone in the o$ce to complete these calculations. Contact-
ing the marketing and/or entrepreneur department at Oklahoma State University will help 
this individual complete the calculations properly. Questions can also be directed to Kylie 
Pool, Cowboy Consulting creative director. 

Calculations will begin being assessed Feb. 1, 2013 to allow PBO time to gather donor infor-
mation and create a method of calculation. The donor segments that will emerge from these 
calculations should be completed by April 1, 2013. This tactic will then be ongoing as new 
donors come into the organization.  

PBO’s version of a loyalty rewards program should be researched when calculations are com-
pleted beginning April 1, 2013. The program should be established and de!ned by May 1, 
2013 when implementation will begin. The program should be ongoing and continue in the 
coming years.  



 Phase three
objective
To excite children about vision health and to increase awareness raised through media men-
tions to 40 percent of each key public

Strategy
Phase Three is designed around exciting tactics meant to capture children’s hearts and 
minds. These tactics will help PBO gain media prominence and increase overall awareness of 
the organization and its services. Phase Three should be PBO’s future consideration as it looks 
beyond the campaign Cowboy Consulting has built and should move PBO into a new era of 
its organization and positioning in the nonpro!t industy of Oklahoma. 

tactics
Lookie Mascot
Children #ock to mascots. They love meeting these characters, having pictures taken with 
them and doing activities with them. With this information, PBO will utilize its mascot, Lookie.

Cowboy Consulting has placed this tactic in the middle of the campaign to allow for in-
creased revenue to purchase the mascot costume. PBO should be able to purchase the cos-
tume by Jan. 31, 2013. It will continue throughout the duration of the campaign until May 31, 
2013. However, it is suggested that this costume be purchased before the Lookie & Co. Photo 
Shoot in Phase One if the dollars can be spared or a sponsor found. The earlier this purchase 
occurs, the more Lookie can be implemented with other tactics and the more school screen-
ings he can attend. 

The ant out!t will cost about $250. His glasses can be purchased or made for less than $20 
with Walmart materials or a party store (ex. Party City in Tulsa or Party Galaxy in Oklahoma 
City) that has oversized glasses in stock. 

The costume featured to the left can be found on Alibaba.com 
and is made by Eurochina International Commerce Co., Ltd. It 
is titled ‘ant costume.’

Lookie will capture the students’ attention and excite the stu-
dents. Therefore, students will remember the organization that 
screened them and tell their parents about what they saw. 

The person inside the Lookie costume will be a volunteer of 
the organization who will accompany the screener to visits. 
This volunteer should be briefed on interacting with children. 
He/She can attend other school and PBO events as approved 
by PBO management, but he/she should be accompanied by a 
PBO employee or volunteer on all visits for safety reasons.  

During event visits, Lookie will interact with the children 
and promote the ‘coolness’ factor of glasses. During screen-
ing events, Lookie and his ‘helper’ will explain the screening 
process and what the screener is looking for so that children 
understand what PBO is doing for them. Lookie will have chil-
dren color a picture of themselves wearing glasses to see what 
they might look like if they did have to wear them. Lookie will 

encourage students to speak up for themselves and instill con!dence in the students. 



 Phase three cont. 
EyeMobile
Elementary school students love hands-on projects that get them out of the classroom and 
into a di"erent environment. Teachers appreciate new approaches to their lesson plans that 
are easy for them to implement into their classrooms. PBO will capture the hearts of teachers 
and students alike by creating the EyeMobile. This mobile learning classroom will highlight 
the importance of vision care, demonstrate what living with impaired vision is like and teach 
children about the mechanics of vision all through fun, interactive activities. 

Lookie will travel with the EyeMobile to help lead the classes and give away fun prizes.  The 
EyeMobile will travel to elementary schools with screeners and at the school administrator’s 
request. The EyeMobile will also travel to community events to raise awareness and gain 
media attention.   

A niche market company, OBS Specialty Vehicles, has made a business out of converting 
buses and R.V.’s into bookmobiles, mobile command centers and biotech labs. PBO will work 
through this company (or an equivalent one) to design and produce the EyeMobile.  

Cowboy Consulting’s contact with this company is Paul Trenta in Sales and Engineering. He 
can be contacted at (330) 453-3725 ext. 313.
 
A designated employee (or employees) will need to obtain a class B license. The estimated 
budget for this tactic is $110,000 with a 20 percent variance to each side of this estimate 
depending on speci!cations inside the EyeMobile. This budget out allow PBO to purcase a 
smaller bus that would !t eight children plus the PBO representative/EyeMobile leader inside 
the main compartment. The EyeMobile would take about 180 days to be produced from the 
time of the order’s placement.   

This tactic will not be executed until the campaign objectives have been achieved and the 
campaign is pro!table enough to support acquiring this business asset. PBO can also !nd 
sponsors for the EyeMobile, designate a letter campaign to raising funds for the EyeMobile 
and negotiate advertisements on the side of the vehicle as compensation for sponsorship. 
The EyeMobile will travel across the state and is prime advertisement space. 

The goal will be for the purchase of the EyeMobile 
at the campaign’s end (June 1, 2013). The EyeMobile 
would then be ready to be implemented into PBO’s 
services and programs by Jan. 1, 2014.  

Appendix Ten lists sample activities that 
could be implemented into the EyeMobile. 
The pictures above and to the left are of 
mobile learning centers OBS, Inc. has com-
pleted for past clients. 
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 Timeline

Phase 1:

June 1, 2012-June 1, 2013    Website

June 1, 2012 – June 1, 2013   Donor !ank You Letters

June 1, 2012 – June 1, 2013   Donor Relationship Manage-
ment List 

June 1, 2012 – June 1, 2013   Increase Event Attendance 

Phase 2:

June 1, 2012 – June 1, 2013    Pinterest 

June 1, 2012 – June 1, 2013   Donor Email Program

June 1, 2012 – June 1, 2013   Text to Donate

June 1, 2012 – June 1, 2013   Media

August 1, 2012 – June 1, 2013  Booths

August 1, 2012 – June 1, 2013  Learning Lunches

January 1, 2013 – June 1, 2013  “Lookie” Lesson Plans

January 1, 2013 – February 1, 2013 Calculate Donor Lifetime Value

Phase 3:

January 1, 2013 – June 1, 2013  Lookie 

January 1, 2013 – June 1, 2013  Learning Bus   

Total Time Required: 365 days 

A roadmap to implementing the campaign



financial budget
Website    $0 (nothing except what PBO already pays)

!ri" Store          $0

Donor Segment

Donor Email Program        $0

Calculate Donor Lifetime Value       $0

Increase Event Attendance        $0

Donor Relationship Management List      $0

!ank You Letters                              $300

Text To Donate                 $200

Parent Segment

Booths           $25

Media           $0

Lookie Costume         $250

Teacher Segment

Learning Lunches         $0

“Lookie” Lesson Plans        $0

Pinterest          $0

Total Cost Of Campaign        $775

EyeMobile             estimated $100,000 will have #nal cost soon

Total Cost with EyeMobile           $100,775 

Contingency!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!

Monetary costs of implementing the campaign tactics



resource budget
Website                 PBO employee

!ri" Store Guidelines           
             PBO employee and collaboration with outside organizations

EyeMobile           
    PBO employee (driver), Lookie volunteer and an employee e$ort to design, purchase 
and implement

Donor Email Program               PBO employee

Calculate Donor Lifetime Value

   PBO employee & Cowboy Consulting representative if needed

Increase Event Attendance                PBO employee

Donor Relationship Management List            PBO employees

!ank You Letters                   All PBO employees and board members

Text To Donate                 None

Booths                   PBO volunteer

Media                   PBO employee

Lookie Costume                          PBO volunteer

Learning Lunches        Cowboy Consulting and PBO volunteer

“Lookie” Lesson Plans      Cowboy Consulting

Pinterest    Cowboy Consulting and PBO employee or intern

DO IN PHASES

Personnel needed for implementing the campaign tactics



evaluation

Phase one
Website Improvements
The website tactic will be evaluated using Google Analytics to track number of website visi-
tors and demographic information. By measuring website usage and other important vari-
ables, Google analytics will allow PBO to see how people use the website and which pages 
they !nd most useful. 

Guidelines of Engagement
Thrift Store Guidelines of Engagement will be assessed by simply tracking the number of 
upset people calling PBO with their complaints. PBO indicated it receives many of these calls 
and as the negative perception fades, these calls should stop. 

Lookie & Co. Photo Shoot
The photo shoots wil simply be evaluated by the number of quality images PBO gains 
through the shoots that it can use in future publications. Images are the strongest aspect of 
any publication and will greatly help PBO in creating attention grabbing materials. 

Phase two
Learning Lunches
Evaluating learning lunches will give teachers a better understanding of what PBO repre-
sents. These lunches will be evaluated based on teacher attendance. A post survey will be 
made available on Survey Monkey requesting feedback about the lunches’ value to teachers. 

Lookie Lesson Plans
PBO will monitor feedback received via email after the lesson plans are distributed. A post 
email will be sent asking school administrators to give feedback on how many teachers used 
the lesson plans and if the contect was appropriate for what teachers are looking for. 

Pinterest Boards
This tactic will be evaluated by comparing the number of likes, re-pins and followers on PBO’s 
Pinterest board to similarly-sized charity nonpro!ts. Comments on pins will also be moni-
tored to ensure pins are tracking with teacher needs and concerns. 

School Event Booths 
The PBO booth volunteer will track the number of parents he or she speaks to and verbally 
give any positive or negative feedback after each event to PBO management. PBO will also 
track the increase of website tra$c and social media tra$c via Google analytics and Face-
book analytics after these events to see if events are driving tra$c to the website and social 
media platforms. 

Social Media Interaction
Social media tactics will be evaluated by monitoring the number of fans and followers on the 
Facebook and Twitter pages. PBO will track when these numbers increase after events or if 
there are signi!cantly shared posts (tweets that are re-tweeted a large number of times, etc.) 
that show which methods work best to increase tra$c. The blog will be assessed by monitor-
ing how many people read new posts and what their comments are to each post. 

Methods of determining how each tactic contributes to the success of the campaign



evaluation cont.
Donor Management Database
This tactic in itself is an evaluative measure of the organization’s success. The database will be 
evaluated simply by the amount of current information available and the extent to which it is 
helpful to PBO employees when implementing other tactics. Management will ask employ-
ees how they think the database helps when sending Thank You Letters and other Phase Two 
tactics. 

Thank You Letters
PBO will track who it sends thank you letters to and how many of those individuals donate 
again within the !scal year. 

Donor Newsletter Program
The email program will be evaluated by tracking increases of online donations. The donation 
forms will include an area asking where the donor found information regarding PBO and how 
they got on the mailing list. 

Individual Invitations
At each event, the number of attendees will be counted and post-surveys will be available at 
the end of the event. The surveys should ask how attendees found out about the event, why 
they decided to attend and if they have any suggestions or recommendations for bettering 
the next PBO event. 

Text to Donate System
This tactic will be evaluated by tracking increases in donations through the system’s analytic 
programs available. Mgive.com o"ers a program to track the usage of its services. 

Calculate Donor Lifetime Value
This tactic will be evaluated by tracking increases in frequency and donation amounts of top 
grossing donors. PBO will keep track of who the major donors are and how those relation-
ships grow with the implementation of a donor loyalty rewards program. 

Phase three
Lookie Mascot
This tactic will be evaluated by monitoring children’s reactions to Lookie. At the conclusion 
of the campaign, an awareness survey will be conducted to see whether parent awareness 
increased because their children telling them about meeting Lookie. 

EyeMobile
The success of the EyeMobile will be assessed by a post-survey available on Survey Monkey 
requesting feedback. The survey will be emailed to school administrators to be forwarded 
to teachers who’s classes got to enjoy the EyeMobile. PBO will also monitor the number of 
media mentions the EyeMobile garners by maintaining a clippings !le of the mentions.  
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appendix one
primary research instrument
Interview Script
Opening
Hello, my name is _________. (Get the respondent’s name: ___________________________
____). I’m a student at Oklahoma State University and am doing a research project for a class 
assignment. Would you mind giving me a few minutes of your time to talk a little bit about 
vision problems, your child and how you interact with his or her school?

If no, then thank and move on. 
If yes, proceed to !rst section. 

Section One: Basic Information and Vision Impairment Questions 
First, we’d like to talk about any vision issues you or your child may have.
1. Do you have any vision impairments?  (If no, skip to 6)
 2. If yes, what type?
 3. If yes, how old were you when you were !rst treated for your vision impair 
  ment?  
 4. If yes, how did you discover this impairment? Was it through a doctor,   
  through a school screening or another way? 
 5. If yes, did the treatment improve your ability to learn? How so?
6. Does your child have any vision impairments? (If no, skip to 12)
 7. If yes, what type?
 8. If yes, how old was he/she when you discovered the impairment?
 9. If yes, how did you discover this impairment? Was it through a doctor,   
  through a school screening or another way? 
 10. If yes, did treatment have an e"ect on your child’s behavior? Ability to learn? 
 11. If yes, is your child teased or bullied at school because of his or her vision  
  impairment? (If yes, ask appropriate follow-ups)
12. Do you  know whether your child has received a vision screening during school? (Yes,  
 no or don’t know)
 13. If yes, do you know who administered the vision screening and when this 
  occurred?

Section Two: Communication Between School and Parent
Now we’d like to talk a little bit about how you seek out information about your child’s health 
and how you interact with his or her school.
14. Can you tell me what kinds of parenting books, magazines or other media you go to  
 for information about your child’s health?
15. What if your child were to begin acting up in the classroom, where would you go for  
 information or help?
16. Has your child (either in the past or currently) exhibited consistent negative behavior  
 patterns? (If no, go to 18)
 17. If yes, what did you determine the cause to be?
18. How strong or weak do you think the communication between your child’s school  
 and yourself is?
19. How well does the school communicate with you about your child’s health? Behav 
 ior? School events? 
20. Do you believe you have a strong say in your child’s education? How so or why not?
21. Do you see any breakdowns in the school’s communication with you?
22. How important do you !nd #iers that are sent home with your child from school?
23. How informative do you !nd #iers that are sent home with your child from school?



appendix one cont.
Section Three: Feelings Toward Outside Organizations In The School 
Now we’d like to talk a little bit about organizations outside the school that you and your 
child interact with. 
24. What groups (church, educational, athletic, etc.) do you allow your child to associate  
 with and why? (If none, go to 27)
 25. What makes you trust those organizations with your child’s well being?
 26. What is the best way for these organizations to talk to you about your child’s  
  well being?
27. Do you feel there are factors in your life (!nancial, time limitations, lack of resources,  
 etc.) that prevent you from taking care of your child the way you would like? What are  
 some of those factors?
28. Would you trust an outside organization’s input on your child’s well being if the orga 
 nization was an expert in its !eld? 

29. If you found that your child had a vision impairment, then would you consider ac 
 cepting !nancial assistance from a non-pro!t for your child’s vision care if you could  
 not a"ord? 

30. Have you heard of an organization named Prevent Blindness Oklahoma? (If no, skip  
 to 32)
 31. What do you know about Prevent Blindness Oklahoma? (Find the respon 
 dents’ thoughts/feelings/impressions toward PBO)
32. If the respondent doesn’t know about PBO or has incorrect assumptions, then brie#y  
 explain what the organization does. If the respondent does know about PBO, then  
 proceed to the question. Would you consider accepting !nancial assistance from Pre 
 vent Blindness Oklahoma for your child’s vision care if you found that your child had  
 a vision impairment and you couldn’t a"ord to !x it?



appendix one cont. 
Section Four: Demographic Information 
Now we’d like to collect some general demographic information about you and your family. 
37. Male   Female
38. Are you…
 a. Under 25
 b. 25-29
 c. 30-34
 d. 35-39
 e. 40-44
 f. 45-49
 g. 50 or older
39. What is your ethnicity?
 a. Caucasian
 b. Hispanic/Latino
 c. Asian
 d. Black
 e. American Indian
 f. Native Hawaiian
 g. Other (please specify)_________________________________
40. What is your occupation? The other parent’s?
41. What range does your total household income fall into?
 a. Less than $10,000
 b. $10,000-$29,000
 c. $30,000-$39,000
 d. $40,000-$59,000
 e. $60,000-$79,000
 f. $80,000-$99,000
 g. $100,000-$149,000
 h. More than $150,000 

Primary research transcripts
See document on attached CD. 



learning lunches

lunch agenda
First 10 minutes are set aside for greeting teachers and eating lunch. The powerpoint pre-
sentation should take no longer than 20 minutes. At the end of the presentation, thank the 
teachers for attending and make PBO representative available to answer any questions.  

presentation template

appendix two



Lookie lesson plan

lesson plan materials
Goal
Students will feel comfortable wearing glasses around other students. The teacher will por-
tray that glasses are “cool” to wear. In order to make students believe glasses are “cool,” teach-
ers will show pictures to students what it is like to not be able to see correctly. For example, 
teachers will show words that are extremely blurred so all students can fully understand what 
it is like to have blurred vision. 

Objective
Students will be able to voice if he or she cannot see correctly. 

Image for teachers to show to all ages:

Another picture children can color/learn for a test:

appendix three



appendix three cont.
A better example of how the eye works:

Your eye works in a similar way to a camera - light passes through the lens of your eye and is 
‘recorded’ on the back of your eye (the retina).

 Do you notice something about this drawing? 
Yes, the picture that your eye takes is upside down too!

Why don’t you see things upside down?
Well, your eye sends the picture to your brain, and your brain turns the picture the right way 
up and tells you what you are looking at. So you see things the right way up.



appendix four
pinterest board 

pin themes
Look for materials that educators can use in their classrooms. These include: crafts, lesson 
plans, games and activities. Teachers also like to keep current with the latest research and 
happenings in the education industry. Pin things that are relevant to vision care (ex. research, 
screening methods). Also pin things that help teachers show their students how to maintain 
vision safety in sports, on the playground or at home. 

board template



appendix five
School event booths

poster display template



appendix six
Social media interaction

top words to incorporate
These key words have been proven to get the most response from social media followers: 
you, Twitter, please, retweet, post, blog, social, free, media, help, please retweet, great, social 
media, 10, follow, how to, top, blog post, check out, new blog post. 

Twitter examples
Tweet about PBO events
Sip for Sight is this Friday at 7 p.m. Come get your tickets at the door. 
#forthekids

Taste for Sight already has 100 registered for attendance! Check out our 
event page for more details. #forthekids

Retweet if you are interested in purchasing a ticket for the EyeBall. All proceeds go straight 
back to the community! #forthekids

Spots are still open if you want to make a SWING for sight team. Go to PBO’s website for more 
information. #forthekids

Tweet about PBO facts and its cause
Our mission is to preserve sight and prevent blindness. To learn more go to http://www.pre-
ventblindnessok.org/AboutUs.aspx

During the 2009-2010 school year, PBO screened 260,939 children

Established in 1965, PBO is the only non-pro!t agency in Oklahoma dedicated exclusively to 
!ghting blindness

Tweet about how to make a donation (use hyperlinks)
If you want to make a tax deductable donation, you can !nd more information on our web-
site: http://www.preventblindnessok.org/

Go to our website and click on the donationpickup.org button to donate household items 
#givingback

 You can call 405-848-7123 to make a donation to our organization #givingback

Facebook examples
Pawiurgnuiawebguiwabeiufbksja

blog examples
Pawiurgnuiawebguiwabeiufbksja



appendix seven
donor thank you notes

inside handwritten text
Below is an example of what would be written in the thank you note. However, this text will 
be written by hand. The example below should not be the only text used. Board members 
and employess should strive to make their messages personal and tell stories. Tell the donors 
what their contributions will help PBO achieve. 

template



appendix eight
email newsletter program

article ideas
Think about what callers are asking. Are there frequently asked questions or concerns that 
the newsletter could help answer or alleviate? Write teasers about upcoming events or fol-
low-ups on how past events went. Tell personal stories of how donors contributions help em-
ployees to their jobs. Tell stories about children and families that PBO are helping. Give short 
articles of how school screenings went and the experiences those children had. Be careful to 
not give speci!c identi!ers about children without their parent’s permission. Change names 
if necessary.

template
See next two pages. 
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appendix nine
calculate donor lifetime value

what this shows
The calculations show which donors will be most valuable over time to PBO. 

programs to implement
Send personal letters or free event admission to those donors. Send them pictures from 
screenings or other small momentos that will keep PBO in the minds of these donors 
throughout the year. 

step by step 
Below are parts of a blog post explaining Lifetime Value found on: http://www.karlo.
org/2009/01/calculating-customer-lifetime.html

Customer Lifetime Value (CLV) is a key concept for any business, but it’s especially important 
for Internet sites where there is a daily decision to be made about how much to pay for user 
acquisition and at what point advertising becomes too expensive to be pro!table. The basic 
concept is that the average acquired customer will make a certain number of purchasesbe-
fore they leave due to attrition or competition. By !guring out how much pro!t a user will 
generate, we can estimate how much we should be paying to acquire and keep them.

Here’s the calculation at its most basic:
CLV = (pro!t per cycle) * (r / (1 + i - r)) = pro!t per cycle * retention multiple
where r is the retention rate per cycle (e.g. 85%) and i is the discount rate per cycle (e.g. 20%)

If you ignore the discount rate* you get:
CLV = (pro!t/cycle) * (r / (1 - r))
(r/(1 - r)) is roughly the number of cycles that a customer will go through before leaving on 
average.

(E.g. with a 90% retention rate, it will be (0.9 / (1.0 - 0.9)) = 9 cycles. You pro!t on a customer 
will typically be 9x whatever you make o" them in an average purchase cycle.)

Calculating the average purchases per cycle is up to you... could be either monthly or annu-
ally - just has to match up with the cycle that retention is based on.

Make a basic model of how CLV in your business should be estimated, and continue to evolve 
and correct that model based on real-world performance as you grow your business. Don’t 
let the fact that you may not have perfect visibility into retention rates and per-cycle pro!t 
stop you from using this useful tool. 



appendix ten 
eyemobile

activities inside eyemobile
Naming Eye Parts
Activity:
Use the following terms to identify the parts of the eye

bony eye socket
eyebrow
eyelashes
eyelid
tear duct

Answers:
1. bony eye socket
2. eyelid
3. eyebrow
4. eyelashes
5. tear ducts

The objective of this activity is to have the students identify the parts of the eye. This chart 
would be on the wall of the EyeMobile and students would be given a sheet to !ll out. Who-
ever gets all of the answers correct will get a pair of sunglasses. 
http://preventblindnessamerica.us/playitsafe/teachers_guide_prek_2/teachers_guide_
prek_28.html



appendix ten cont.
Eye Safety Quiz
Each student will be given a quiz right when they walk into the EyeMobile. This is what the 
quiz will look like below:
1. Safety glasses can be bad for your eyes. T or F
False: Safety eyewear is made of optical-quality glass or plastic.

2. Using a computer terminal won’t damage your eyes. T or F
True: There is no clinical evidence showing that video display terminals can damage your 
eyes.

3. Safety glasses that have scratches or pits do not need to be replaced.T or F
False: Protective eyewear with scratched, pitted lenses, or damaged frames are less resistant 
to impact and should be replaced. Safety eyewear should be regularly cleaned, inspected, 
repaired, and if necessary, replaced.

4. Contact lenses provide enough safety so you don’t need safety glasses.T or F
False: Other appropriate eyewear should be worn with contact lenses.

5. Face shields by themselves o"er adequate protection. T or F
False: A face shield provides adequate protection only when worn with the right safety 
glasses or goggles.

6. Industrial safety glasses can be made with your own prescription. T or F
True: Safety eyewear can be made to !t most prescriptions.

7. All eyeglasses sold in the U.S. are required to be impact resistant. T or F
True: But, while eyeglasses must be impact resistant, they are not impact proof.

8. The di"erences between glass, plastic, and polycarbonate lenses are minimal. T or F
False: Polycarbonate lenses are by far the strongest and most impact resistant. Plastic and 
polycarbonate lenses are lighter. Glass lenses provide good scratch resistance and can with-
stand chemical exposure.

9. Serious eye injuries usually only happen at work. T or F
False: There are also many home activities that require eye protection and sports that require 
special sports protectors. Not wearing protective gear can lead to injury.

The objective of this quiz is to make students more aware of eye safety. The student that gets 
all of the answers correctly will receive a prize (sunglasses, eye patch, eyeball bouncy ball, 
candy, etc). 
http://preventblindnessamerica.us/playitsafe/teachers_guide_grade3_grade4/teachers_
guide_grade3_grade414.html

iPad Coloring
This online coloring page would 
be pulled up on an Ipad for 
students to play with. There are 
three di"erent options to choose 
from so the students will have a 
variety to chose from
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